ABSTRACT his paper examines the concept of class, the role power plays in defining class structures, and the implications of this process of construction within the context of food consumption. Both power and class are embedded in historical frameworks that this paper explores through an ethnographic analysis of the Farmers' Market in Lexington, Kentucky. The research raises questions on the definitions of nature and organic food, the role of the economy within this process of defining, how these definitions come to serve as an embodiment of power, and the consequences for those who can afford neither organic food, nor the lifestyle that has come to accompany it. In addressing these questions, this paper seeks to historicize the construction of the organic food industry by exploring a more fluid, rather than essentialist, approach to the subjectivities that emerge within the industry while providing a context for exploring the otherwise limited perceptions of class and organic food. Through an anthropological lens, this paper attempts to deconstruct the Farmer's Market, organic food, culture, and class-driven inequalities.
The exchange of people, materials, ideas, and more seems to increase with every passing moment. As knowledge travels from place to place or from person to person-particularly through the development of technology-the world appears more intertwined and complex than ever. Yet the people, materials, and ideas that were once apparently imbued with static, intrinsic qualities now constantly shift and take on new connotations within this complex system of interaction. Although anthropologists seek to search for and unveil meaning within this complexity, others choose to mask such chaos and unpredictability by attempting to revert to simpler, more "natural" lifestyles. The organic food industry serves such lifestyle choices. In communities where one can find fast food restaurants or stores, such as Wal-Mart, at every corner, a Whole Foods or Trader Joe's appears to represent a haven away from the mainstream industrialized food industry.
The Farmers' Market in Lexington, Kentucky reflects an image of this idyllic return to nature in a city where the population, commerce, and fast-paced lifestyle have been growing significantly.
Yet beneath the simplicity and romanticism of locally grown food exist some not-so-natural intentions and consequences. In seeking to demonstrate a more "natural" way of living and eating, the Farmers' Market entangles itself within limiting perceptions of food consumption, economic disparities, the creation of an upper-class and an exclusive culture associated with organic food, and class and race-based inequalities. Using ethnographic data gathered in interviews with vendors, organic food consumers, and college students and staff members during fifteen weeks of research at the Farmers' Market and a local university in Lexington, Kentucky, I demonstrate that there is a politics of class and ethical consumption beneath the surface of the Farmers' Market and its consumers, resulting in an exclusive community segregated by class.
Effects of Power and Class on Perceptions of Food
Having grown up in Lexington Max Weber, that man is an animal suspended in webs of significance he himself has spun, I take culture to be those webs, and the analysis of it to be therefore not an experimental science in search of law but an interpretive one in search of meaning". In applying Geertz's operational perspective of culture to the Farmers' Market after my visit on a Saturday afternoon, I began to situate this seemingly simplistic and wholesome community as part of a larger structure. During my visits to the Farmers' Market, I observed a concrete example of the romanticism that accompanies nature, wilderness, and organic food. The displays of fruits and vegetables, friendly vendors, and family-oriented environment presented consumers with the opportunity to momentarily escape the strictures of modern everyday life. For an hour or two, Farmers' Market consumers could return to a time when farming meant subsistence, livelihood, and wholesomeness. This idyllic scene and longing to return to simplicity and nature inevitably suggests a concern with current food practices. Akram-Lodhi (2014) ) attributes this concern to capitalist market demands: "Many are particularly concerned with the nineteenth century origins of the global food regime, during which time predominantly subsistence-based peasant farmers were incorporated, often through imperialist force, into the world trading system and dependence on capitalist market imperatives" (153).
Following this incorporation, the interest in new methods of conceptualizing and consuming food originally began as a counterculture to the food industry as a whole. As this occurred, the food distributors who once ignored the idea of "organic" or "natural" food eventually began promoting it upon realizing the newfound popularity among consumers (Belasco 2007 ).
Yet the story of the Farmers' Market and the organic food industry seems to be incomplete, due to its presentation, which masks the class structures involved at the consumption level. In speaking with people from different socioeconomic backgrounds, a consistently superficial and ahistorical representation of organic and natural food continued to arise, despite the diversity of the people discussing it. One of the first people whom I approached one Saturday afternoon was Abigail, a granola vendor who characterized nature and natural food as evoking "nice images of woods and water" (personal interview, October 10). With Lexington ranking as #19 on Best College Reviews' "Best College Town in America" list (Commerce Lexington 2016), I also found it important to approach the large young-adult population at the Farmers' Market.
I later asked Sarah, a student, to provide her definition of nature, in which she described "going for a hike and enjoying all the trees, streams, and wildlife I may find along the way" as the first thing that came to her mind (personal interview, October 21, 2015).
These complementary approaches to naturalness reinforce what Cronon (1996) describes as the "frontier experience" that has played a role in the formation of American identity and shapes views towards nature:
If wild land had been so crucial in the making of the nation, then surely one must save its last remnants as monuments to the American past…The curious result was that frontier nostalgia became an important vehicle for expressing a peculiarly bourgeois form of antimodernism. For the wild land was not a site for productive labor and not a permanent home; rather, it was a place of recreation. Wilderness suddenly emerged as the landscape of choice for elite tourists. The irony, of course, was that in the process wilderness came to reflect the very civilization its devotees sought to escape. (13) In other words, the untouched and romantic images associated with natural food originate from a longing to maintain the American ideals of freedom, primitivism, and discovery. Yet the "bourgeois form of antimodernism" that Cronon discusses, alludes to the irony of such a mentality-for those who can afford to appreciate wilderness, or in this case the Farmers' Market and organic food, are often the very people who contribute to the perpetuation of the inequalities they wish to escape.
While Cronon (1996) applies the majority of his argument to wilderness, national parks, and tourism, his ideas also find applicability to food, particularly in the context of the organic food industry. Just as he describes nature as something both constructed and enjoyed by those who can afford it, organic food often represents this same methodical and exclusive way of living and eating. Although food is a basic component of life and survival, the decisions employed in deciding what to eat, in a context of relative abundance, speak to larger cultural norms and meanings at work. Bourdieu's (1989) habitus theory describes this very relationship through the concepts of structure and agency. For Bourdieu, those with power do not simply dictate the actions of individuals situated lower down the structure, but also work to reproduce the structure: "Each agent is a producer and reproducer of objective meaning, " (p. 78). Structure is not separate from the agency and experiences of individuals-meaning that structures transfer power between agents, rather than onto agents. It is the agents themselves who maintain social control, for the symbolic elements-or cultural capital-one acquires by existing within a particular social class inevitably affect one's habitus (or embodied position within a culture), and therefore one's level of agency and power (Bourdieu, 1989, p. 17) . In relation to the Farmers' Market, Bourdieu's concepts help to illustrate how the privilege of shopping at the Farmers' Market comes at both a monetary and cultural capital cost that is not afforded to all and is often beyond the reach of those from a more working-class background.
Sushi provides an example of how power and structure can turn seemingly "natural" food into a sign of social standing, as Bestor (2000) shows. Japan's transformation into a global economic hub in the 1970s paired with an American shift in favor of healthier food led to the emergence of the sushi fad in North America.
What once represented an exotic, ethnic, and even unthinkable thing to eat (raw fish) now became popular, sophisticated, and in high demand. Sushi's global popularity as a manifestation of an upper-class lifestyle eventually began to transform the international fishing industry. With such a high demand for sushi across the globe, Japanese trading companies began buying their tuna from places outside of Japan, such as New England or Spain. Yet even with tuna originating from an outside location, it still maintains the façade of being a direct link to Japanese culture and to a higher-class identity (Bestor 2000) . This global commodification of something that appears so natural to a particular culture is similar to the Farmers' Market in Lexington. Although growers and sellers of local food promote it as raw, pure, or untouched, its consumers may in fact be seeking to purchase this link to the upper class, in addition to the food itself.
Food prices at the Farmers' Market, which are higher than in regular grocery stores, serve as the most direct example of this power and exclusion. However, a less visible layer of exclusion also exists in the form of the social and cultural capital, as Bourdieu would put it, required to even enter the market. Within the context of the Farmers' Market, cultural capital would include having the knowledge-base to understand and speak about organic food with vendors and fellow consumers, which often comes as a result of one's socioeconomic background, or habitus. Anthropologists often define these "sociocultural" barriers as examples of structural violence, in which structure helps to promote order, but also exclusion: "Structural violence is violence exerted systematicallythat is, indirectly-by everyone who belongs to a certain social order" (Farmer 2004, 307) . Although the outdoor location of the Farmers' Market constructs an image of openness and inclusion, the race, socioeconomic status, and age of consumers of organic food and shoppers at the Farmers' Market consumers suggest a different story.
Economic Structures as Determinants of Food Consumption
The Lexington Farmers' Market seems to take a simple approach to food: visiting and purchasing its food appear to be choices available to all. The food industry, however, represents an intricate weaving of power and agency that affects choices made at multiple levels in the production and consumption processes. The exclu-sivity associated with organic food stems from practices that take place within a capitalist economy and result in unjust farming conditions and the labeling of organic food as an ethical counter-culture to the industrialized food industry.For Farmers' Market customers, directly purchasing from farmers allows them to place a face and a story to their food while participating in a "political ecology" (West 2012) .
Although organic and local consumers may believe that their purchasing habits are not in the realm of capitalism, they very often follow narratives creat-ed by marketers seeking to attach morality, and therefore identity, to food:
Those who always buy fair-trade coffee may be trying to send the message that they care about the plight of rural farmers in the tropics, and those who buy coffee certified by the Rainforest Alliance may be trying to make a statement about their commitment to environment conservation…Today, people often attempt to derive and express identity and politics through the coffee and other commodities that they buy and serve. (West 2012, 18) Similarly, for the Farmers' Market, consumers represent an ironic dynamic in which their attempt to escape the manipulation of capitalism by associating with a particular counterculture only reproduces class positions due to the demographic to which the The Farmer's Market certainly does create a sense of community and has contributed to a new and thriving downtown Lexington, Kentucky. However, this perhaps only comes with the happiness of a select few. Economic exclusion directly contributes to the popularity of the Farmers' Market, as people come to value the cultural capital of these products. While the Farmers' Market environment seems community-oriented, so long as its customers assign its produce such high symbolic value, many members of the Lexington community will continue to feel morally devalued as a result of their inability to purchase more "humane" food, thus creating a hierarchy both between food types and among people.
Forming Identity through Food
The creation of a hierarchy based on where one buys one's food affects the consumer's identity. Identity-making occurs within many types of spaces, and has many facets; however, it frequently results in moments that define notions of culture and one's position within a particular system, such as a class system. Ogden Although Anthony claimed to produce the oils himself, olive oil certainly did not coincide with the typical products that one associates with a farmers' market. Yet the more I listened to Anthony speak about his fellow vendors, the more I began to realize that the majority of the products at the Farmers' Market were neither "natural" nor directly from a farm. Despite its unique, "pure", and "authentic" appeal, the popularity of the Farmers' Market and its products continues so long as its accessibility remains confined to those who hold a specific social position. Yet even organic food deeply embeds itself in a system of "signs, symbols, representations, images, and fantasies that exist interlaced with the money economy" (West 2012, 24) . Through the ethical dimension assigned to organic food, purchasing from the Farmers' Market allows consumers to maintain their social and moral ties while forgetting that their consumption constitutes a luxury for others:
Rather than acknowledge that high cost makes farmers market patronage an impossibility for many low-income people, market participants tend to cast food purchasing decisions as a matter of individual choice… The market's high prices make it more likely that whites, who tend to be more affluent, will shop there.
By positing farmers market shopping as an ethical imperative, yet not acknowledging the class exclusivity of this practice, farmers market participants reinforce what Wacquant calls the "moral inferiority of the poor" and by extension, the moral superiority of affluent whites. (Alkon and McCullen 2011, 950) In that sense, organic food is not just a market established by agentive individuals, but is reproduced by structured groups that directly contribute to identity-making and reproduction.
Power, Class, and Exclusion
The class structures that characterize consumers of the Farmers' Interview and ethnographic observation data indicate a general consensus on the economic constraints, but some non-resident supporters of the organization attributed the issue to lack of knowledge about the food system or the benefits of local food consumption. The residents, on the other hand, pointed to spatial and sociocultural barriers that made the market and its location less accessible to them, including the produce selection and purchase options, convenience of access to the market, and the race-related historical and spatial context of the market's location. (Kato 2013, 369) In the process of formulating knowledge, certain histories are often left out. The association of nature, organic food, and the Farm- non-mental entities defined by strict laws of causality, efficacy, profitability, and truth. (Ogden 2011, 118) The Farmers' Market manifests itself as a smooth object with words like "pleasant, quaint, friendly, and homey" being used to describe it in a "matter of fact" manner. Yet these words ignore the historical reality of a space whose accessibility is limited by I was looking at a program on TV-I think it was Dr.
Oz-and he had a man on the show who said that even though it says, "natural, " it's not. He said it's organic; you have to get the organic stuff because the natural still has stuff in it that's not right or something that we shouldn't eat. They're still throwing something off guard in it. So natural, when you see that word it ain't so. It's best to go with the organic. (personal interview, October 14, 2015) The racial demographic of the Farmers' Market reflects the historical context of accessibility. As the affluent continue to associate high price with quality, organic food will maintain a predominantly white consumer base at the exclusion of others. The Farmers' Market may be a counterculture, but it still presents a culture nonetheless, meaning that its consumers both create and suspend themselves in its webs of significance (Geertz 1973 ).
The Farmers' Market finds its value through the meaningful acts of exchanges that can be enacted within it (West 2012 ). Yet the process of meaning-making extends beyond the boundaries of the grey pavilion, of downtown, or even of Lexington, as it moves through a class system that associates consumption with morality, politics, and identity. 
